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Tämän työn tarkoituksena oli selvittää, miten uusiseelantilaiset pienet B2B-yritykset hyö-
dyntävät ja käyttävät sosiaalista mediaa osana yrityksen markkinointia. Tämän selvittä-
miseksi tutkittiin, millaisia sosiaalisen median kanavia yritykset käyttävät sekä miten ja 
miksi he niitä käyttävät. Opinnäytetyön tavoitteena oli myös lisätä niin kirjoittajan kuin toi-
meksiantajan tietoutta sosiaalisesta mediasta ja antaa konkreettisia kehitysideoita toimek-
siantajalle. Työ tehtiin toimeksiantona anonyymiksi jäävälle yritykselle, jossa opinnäytetyö 
koettiin ajankohtaiseksi ja tärkeäksi. 
 
Teoreettinen viitekehys käsittelee sosiaalista mediaa ja sen sisältöä sekä markkinointia 
sosiaalisessa mediassa. Työn empiirinen osuus koostuu toimeksiantajan esittelystä, tutki-
musmenetelmien esittelystä, tutkimuksen eri vaiheista, analysointitavoista sekä tuloksista. 
Tutkimus toteutettiin kvalitatiivisena puoli-strukturoituna haastattelututkimuksena heinä-
kuussa 2016. Haastatteluun osallistui kymmenen uusiseelantilaista pientä B2B-yritysta, 
joista yksi oli toimeksiantajayritys.  
 
Tutkimus osoitti toimeksiantajayrityksen ja muiden haastateltujen yritysten välillä olevan 
eroavaisuuksia sosiaalisen median käytössä. Toimeksiantajan vastaukset poikkesivat mo-
nin paikoin hyvinkin paljon muista tutkimukseen osallistuneista yrityksistä. Tutkimustulos-
ten mukaan yritykset käyttävät sosiaalista mediaan kasvattaakseen brändin tunnettavuut-
ta, mihin käytettiin pääosin Facebook- ja Twitter-kanavia. Tutkimustuloksissa kävi ilmi, 
etteivät yritykset aseta tavoitteita sosiaalisen median käytölle. Tulokset osoittivat myös, 
ettei toimeksiantajayritys analysoi ja hyödynnä sosiaalisen median tunnuslukuja poiketen 
muista haastatelluista yrityksistä. 
 
Kehitysideoissa nousi esille yrityksen sosiaalisten medioiden karsiminen kahteen kana-
vaan, Facebookiin ja Twitteriin, jotta yritys voi saada enemmän irti sosiaalisesta mediasta. 
Kanavien toimivuutta voidaan parantaa miettimällä kohderyhmää ja julkaistavaa sisältöä 
tarkemmin. Sosiaalisen median sisällöntuotantoa voidaan kehittää ja parantaa benchmar-
kingin ja kalenterin avulla, jotta sosiaalisen median sisällöntuotannosta tulee systemaatti-
sempaa ja harkitumpaa.  
 
Avainsanat Sosiaalinen media, B2B, digitaalinen markkinointi, sosiaalisen 
median sisältö 
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The objective of this thesis is to provide insights on how small business-to-business com-
panies in New Zealand utilise social media in their marketing. More specifically, the thesis 
attempts to define what kind of social media the companies are using, why and how they 
use them. The purpose of the thesis is to increase the social media knowledge to target 
company and to the author. The target is to give some practical development proposals to 
the target company. They can use this study as a guide for further social media operations. 
This study is made as an assignment from a company which wants to remain anonymous.  
 
The theoretical framework rests on literature about social media marketing and its content. 
The research method is a case study with an exploratory approach. The empirical data 
was gathered by conducting ten semi-structured interviews in July 2016. Ten small B2B 
companies in New Zealand participated in the interviews, the target company was one of 
them. The frame of reference consists of the target company’s introduction, description of 
research, research and analysis methods, generating data and results.  
 
According to the study results, differences between the target company and other inter-
viewed companies can be found. The companies utilised social media channels in different 
ways. The research results indicated that the companies’ main purpose for social media 
was to build brand awareness. The most popular social media channels were Facebook 
and Twitter. The research results pointed out companies have not set any targets for the 
use of social media. The results showed that the companies utilised and analysed social 
media statics the target company was an exception.  
 
The author gave a development proposal to the target company. The proposal was to con-
centrate on Facebook and Twitter channels. The target audience and content of the chan-
nels should be considered again. This would lead to a better use of the channels. The con-
tent production should be developed by benchmarking and creating a social media calen-
dar. With previously presented measures the content production of social media would be 
more systematic and considered.  
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1 Introduction 
 
1.1 Background of the thesis 
 
I did my work placement in a small company based in Wellington, New Zealand. I 
worked as a marketing assistant and I was responsible for the daily social media op-
erations and development of social media strategy of the company. I updated their so-
cial media channels and implemented social media campaigns. My first task was to do 
a small research to get an idea of the present state of social media channels of the 
company. I noticed that their social media channels could be utilised more effectively. 
The company could use social media channels much better in their business activities 
than they were using them at that moment. The company needed help with their social 
media and I decided to do my thesis of it.  
 
I did not have any prior background working in New Zealand so I did not know how 
businesses use social media there. To get the most truthful and rich data for this thesis, 
I decided to do a research. The target company would benefit the most of the thesis 
when references behind it are closer to the target company’s environment and data is 
not outdated. I have had an enormous interest in social media and social media mar-
keting during my studies. I realised this is an opportunity to study it a bit more. What 
made it even more interesting was to learn more about businesses in New Zealand at 
the same time.  
 
Social media has come a major part of companies and people’s everyday life. It is very 
important, especially for companies, to know how to use it as one communication 
channel and also as a marketing platform. Social media has over 2.3 billion active us-
ers of which Facebook has 1.65 billion, Twitter 321 million and LinkedIn 433 million 
users. (Murgia 2016; Smith 2016.) Social media has also opened new doors to do mar-
keting and advertising. At the same time it pushes businesses to next level so they can 
keep on track with other competitors. Only on Facebook there are 40 million small 
business pages (Smith 2016). To stand out of others, you need to know what to do and 
have good control of company’s’ social media channels.  
 
 
2 
  
 
1.2 Limitations 
 
The purpose of this study is to increase comprehension and deeper knowledge of how 
small business-to-business companies in New Zealand are utilising their social media 
channels within their marketing strategy. Due to limited resources the research had to 
be restricted. The research target group has been defined to small business companies 
with less than 50 employees. The research focuses only on small business-to-business 
companies in New Zealand. The restriction was done by focusing on the target compa-
ny’s form of business. When analysing data the results can be compared with other 
better. The aim with the research results is to be able to give further development pro-
posals to the target company. 
 
The main research problem is to find out how small business companies in New Zea-
land utilise social media within their marketing strategy. To get an answer for the main 
problem it is necessary to research companies’ present social media activity including 
the target company.  
 
The research questions became as follows: 
 
Main question: 
“How small business-to-business companies in New Zealand are utilising their social 
media channels within their marketing strategy?” 
 
Assisting questions: 
“How and why companies use social media?” 
 
“What emphasis does social media carry within companies marketing strategy?” 
 
1.3 Structure of the thesis 
 
The frame of reference of the thesis can be seen in the figure 1. The figure shows the 
theory of social media and the research is based on it. The thesis frame of reference 
consists of four main parts: marketing, strategy, content and social media. Each of the-
se parts is further split up into sub-categories and discussed in more detail. Each sec-
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tor has an essential role in achieving the company’s targets. Social media combines all 
sectors together because it is the visible tool to create social media. 
 
Figure 1 Frame of reference 
 
In chapter one digital marketing is introduced in general and on business-to-business 
aspect. Social media marketing is also discussed in chapter one. The approaches of 
social media channels and analytics are presented in chapter two. This chapter intro-
duces construct of social media and types of different channels. Thesis continues to 
social media marketing strategy in chapter three. The thesis surveys different strate-
gies the company can use in marketing. After discussing the strategy the thesis contin-
ues to consider different mixes and types of social media content. By using various 
theories presented in the thesis the company can move their social media decisions 
and activities on the next level. 
 
The empirical content of the thesis consists of the research methodology, the research 
periods and the introduction of the analysing methods used which are presented in 
chapter six. After presenting the research, the results are introduced. In chapter seven 
the research results are divided into the results of the target company and other inter-
viewed companies. The key findings and further research recommendations are pre-
sented in the last chapter where the study reliability and validity are also considered. 
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The author has introduced development proposals to the target company with a table. 
The conclusions are presented at the end of the thesis. 
 
1.4 Glossary of terms 
 
Facebook: Social platform where users can share photos, like each others posts and 
stay connected with friends and family. The World’s largest and most popular social 
network with more than 1 billion daily active users. (Facebook 2016a; Safko 2012, 30-
31). 
 
Twitter: A global quick and easy information network, allowing to have 140-characters 
in a message, known as a tweet (Twitter 2016a.) 
 
Social media: Social media consist of web-based communication tools such as ser-
vices and applications which enable communication and sharing content between us-
ers. (Hintikka 2016; Nations 2016). 
 
LinkedIn: The World’s largest online professional network. Allows users to create a 
profile and network with other users from over 150 industries. (LinkedIn 2016a; Safko 
2010, 32.)  
 
Hashtag: A keyword which starts with # symbol (Reed 2011, 188.) 
2 Marketing 
 
2.1 Digital marketing 
 
Digital marketing is changing rapidly and it offers new ways for companies to com-
municate and be closer to their customers. Digital marketing covers many different 
marketing channels. Examples of channels are direct marketing online, internet market-
ing, social media, viral marketing, mobile marketing and many more. A company needs 
to utilise digital marketing and its digital technology if they want to remain competitive 
also in the future. Digital marketing is a new form of marketing companies can use to 
reach their marketing targets. (Karjaluoto 2010, 14, 127.) 
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Digital marketing can be divided into three different media channels. Three main types 
of media are owned, earned and paid media. Each channel is equally important when a 
company is considering how to reach and influence potential and present customers. 
(Chaffey 2015, 19.) However, earned and owned media have become more important 
than paid media (Chaffey & Smith 2013, 33). Paid media requires more investments 
than the other ones (Chaffey 2015, 19).  
 
Owned media is the media where a company has control over content and what a 
company has created. It includes social media, a company’s website, blogs as well as 
an email list. (Chaffey 2015, 19.) It can also include a company’s social presence in 
different social media channels (Chaffey & Smith 2013, 33). By creating content a 
company owns the produced media and it is hoping to receive new leads from it 
(Chaffey 2015, 19). 
 
Earned media refers to publicity gained through Public relation (PR) and it contains 
different opportunities. One of the most important elements is to increase brand aware-
ness. Earned media includes conversations in social media, social networks, blogs and 
other communities. It also includes word-of-mouth through social media and viral mar-
keting, in practise it is based on customers’ experiences. Therefore, earned media also 
reaches its pinnacle of customer engagement.  Different forms of conversations occur-
ring both online and offline, between customers and companies, are also contained to 
earned media. (Chaffey 2015, 19; Reddy 2016.) 
 
Advertising is one of the paid media which requires a company’s investments. Exam-
ples of bought media are reaching visitors and conversions through search and display 
advertising as well as affiliate marketing. (Chaffey 2015, 19.) Bought media can be 
promoted tweets and posts on social media (Smith & Zook 2016, 201). The target of 
utilising paid media is to get brand awareness and reach consumers (Chaffey 2015, 
19). By paid media company can reach customers and drive traffic to own social media 
channels effectively. Paid media is also a useful tool in order to drive earned media. 
(Machin 2016.) 
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Figure 2 Overlap between paid, owned and earned media. (Chaffey 2015, 21.) 
 
In figure 2 can be seen the overlap of previously presented types of media. Companies 
need to note different media overlapping in companies’ marketing. If one of those 
channels is not in use yet it might be the reason why the other two are not working at 
their best. Integrations of campaigns, resources and infrastructure are all fundamental 
in digital marketing. (Chaffey 2015, 20.)  
 
According to Chaffey digital marketing is commonly called as inbound marketing. In 
inbound marketing consumers are actively seeking information they are interested in. 
Interaction between consumer and brand is attracted through social media marketing, 
content and search. The power of inbound marketing is based on reducing wastage. 
(Chaffey 2015, 331.) By inbound marketing company can use content and searching 
marketing to target prospect customers with a specified need which makes it very pro-
active and efficient (Chaffey & Smith 2013, 34). 
 
2.2 Digital marketing in B2B 
 
Comparing how business-to-business marketing differs from business-to-consumer 
marketing few divergences can be noticed. In Business-to-business markets both buy-
er and seller are companies. A company buys products and services to produce own 
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products and then sells them to other companies and consumers. In business-to-
consumer markets buyer is an individual person who buys products and services for 
personal use. (Ojasalo & Ojasalo 2010, 24-25.) Business-to-business companies’ pur-
chase process is much longer than in business-to-customers’ businesses. The process 
is in general very rationally and logically driven. Business-to-business companies are 
seeking to get expertise and they want to be educated. (Zenn 2013.) 
 
Regarding the structure of markets business-to-business markets are more concen-
trated geographically than business-to-consumer markets. Products on business-to-
business markets are often technologically complex and customized to meet customer 
needs. Therefore, similar service solutions are less frequently served by other competi-
tors. (Chaffey 2015, 355; Chaffey & Johnston & Ellis-Chadwick & Mayer 2008, 624.)  
 
The main difference between consumers and companies are their different buying be-
haviours and relationships amongst seller and buyer. The companies focus on building 
long term relationships and it may take years to build one. Customers want to build a 
close relationship with the brand rather than with the company. (Zenn 2013.) Compa-
nies make an effort to maintain relationships because stable and long-term relation-
ships will develop loyalty. Relationships are one of the companies’ essential tools to 
run a profitable business. (Ojasalo & Ojasalo 2010, 25.) 
 
The decision making process of business-to-business companies is aiming to complete 
companies’ long-term goals. The content needs to be educating, highly detailed and 
informative. Education of the customer needs to be considered in companies’ market-
ing content. Ultimately business-to-business companies are not very different from 
business-to-customer businesses. All marketing is always person-to-person. The com-
panies are very similar despite the previously presented differences in companies’ pro-
cesses. (Zenn 2013.)   
 
2.3 Social media marketing 
 
Social media marketing is a marketing method which is used on social media. Its target 
is to transmit commercial messages to different platforms which enables to get in con-
tact with prospective customers. (Olin 2011, 10.) Social media had 2.3 billion active 
users in July 2015 (Smith, 2016). Businesses have to be there where all the customers 
are. People use social media approximately almost two hours per day (Davidson 
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2015.) It gives a significant potential to companies to do marketing wherever customers 
are – social media is always with them. The purpose of social media marketing is to 
transmit and create commercial publicity via social media channels and Internet com-
munities. (Olin 2011, 10.) 
 
Social media marketing content needs to be designed differently compared to tradition-
al marketing. If using same material on social media which is used in traditional market-
ing, is easily interpreted as a junk mail on social media platforms. Hence, it is signifi-
cant to know different platform marketing tactics otherwise company can find them-
selves on social media users “black list”. (Olin 2011, 10.) 
 
Social media has also changed marketing conventions. Social media serves an oppor-
tunity for companies to do pull marketing. Traditional marketing is normally push-
marketing where companies hope their marketing messages will motivate customers to 
act. In push marketing a company sends marketing messages to a customer which 
limits interaction between a company and a customer. A great example is a mail-order 
campaign where building interaction is advanced by direct response. (Chaffey & Smith 
2013, 34.) In pull marketing customers want to get more information from companies 
which is quite common in digital media (Gunelius 2011, 3-4; Chaffey & Smith 2013, 
34). Companies can utilise the 80-20 rule in social media marketing. Twenty percent of 
the companies’ time on social media can be used for self-promoting and other eighty 
percent should be used for interacting and listening companies’ audience. (Gunelius 
2011, 24.) 
 
The best word to describe social media is interactivity. Companies can have conversa-
tions with people who are interested in the same subject. Whilst people are having 
conversations online they are also creating up-to-date content to social media. Social 
media marketing and communication are not so simple and a company needs to take 
part in conversations with their customers. Today companies are not the only ones who 
are controlling the content to be created for social media. (Kortesuo 2014.) All social 
media users create content irrespective of whether the user is a private user or a com-
pany (Pönkä 2015, 30). 
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3 Social media 
 
3.1 What is social media? 
 
A term of social media can be defined in many ways and it can be very difficult to 
specify. Social media consist of different sections describes Finnish Technical research 
centre (VTT). The three sections are communities, contents and Web 2.0 technology. 
VTT also mentions applications on social media which are based on contents the users 
have created. If not, users have another important role in creating content. Figure 4 
presents how social media is formed by users, technologies and created content. 
YouTube is a great example of application (better known as an app). (Olin 2011, 9; 
Pönkä 2015, 30.) Whereas, Safko (2012, 3) presents description of social media in a 
sentence: “Social media is the media we use to be social.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Social media is also defined by considering words social and media individually. “So-
cial” refers to humans’ basic needs which are also found on Maslow’s hierarchy of 
needs theory. A human being needs to feel to be loved and to feel a sense of belong-
ing. Being social is a part of humanity. We all have a strong need to be connected with 
others. “Media” is a tool to publish content on the web. Social and media constitute 
together social media. Social media utilises the Internet’s possibilities to network and to 
Figure 3 Social media is formed by contents, technologies and people. (Pönkä 2015, 31.) 
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interact between human beings. (Doctoroff 2014, 56-57; Juslén 2009, 116; Coles 2011, 
5.) 
 
Simply, social media is a company’s owned media as a company has control over the 
published content on their social media. Social media can be a part of a company’s 
earned media as well. Social media enables the word of mouth stimulation to happen 
which includes conversations in social networks. Conversations through viral and social 
media marketing increase brand awareness. (Chaffey & Smith 2013, 34.) Conversa-
tions also consist of comments, shares, likes and user generated content (Smith & 
Zook 2016, 201.) Social media provides a platform and allows to have conversations 
and share information between customers and companies. (Chaffey 2015.) 
 
3.2 Channels on social media  
 
Social media offers something for everyone. Some of the social media channels are 
more suitable for private users and others for both private users and companies. It is 
necessary to consider which channels meet the purpose of using them and give most 
out of it to the company. It is better to focus on premier channels rather than trying to 
be everywhere. Social media channels can be divided into different categories through 
their different functions. Channels are usually divided into photo sharing services, blog- 
or microblogging services and social networking services. (Safko 2012.) The author 
has collected a few different social media channels which would work best for B2B ori-
ented company. 
 
3.2.1 Facebook 
 
Facebook is a social media channel for private users as well as for companies. Face-
book is a universal channel and 84,5% of its daily active users live outside US. Face-
book is also a powerful channel because it has 1.71 billion active users every month. 
(Facebook 2016a.) It will automatically give you a huge potential to meet people who 
might be interested in your company and its products and services. (Coles 2011, 29-
30.) 
 
A company can create their own business pages on Facebook and it is the easiest way 
to be there. With the help of a business page a company can interact and engage with 
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their own customers. Business pages can be set up under the company’s own profile 
and the company being the page admin. A company is able to choose a category for its 
page and the page layout depends on this choice. (Coles 2011, 30-33; Facebook 
2016c.)  
 
Facebook is a relatively inexpensive channel to implement advertising. Advertising can 
be started as low as NZD 5 (Facebook Adverts 2016).  Advertising on Facebook is tar-
geted online marketing (Olin 2011, 15). Because of its low costs company is able to run 
different types of ads and see what kind of advertising works best for their target audi-
ence. Facebook provides analytics of running adverts so company can analyse results 
at any point. Company’s benefits by running test advertisement are producing more 
effective and more relative advertising in future. (Suomen digimarkkinointi 2016; 
Grapevine 2015.)  
 
With Facebook ads it is possible to reach different audiences. A company can run vari-
ous types of ads in the same time frame but they all can be targeted to different kinds 
of people. An audience can be selected by location, age, interests and other elements. 
A company can select from Facebook advertisement category; what kind of advertise-
ment they would like to do. With different types of ads company is able to accomplish 
targeted goals. A company can get more page likes, clicks to the website, get event 
responses, app installs etcetera. (Facebook Adverts 2016.) 
3.2.2 Blogs 
 
Blogs used to be a kind of open diaries on a website where an author writes posts and 
readers participate by writing comments. Nowadays, blogs are a brilliant platform for 
companies to do online marketing. Blogging has become a phenomenon because peo-
ple love to communicate and have conversations with each other. It has also opened a 
door for companies to communicate with customers online. Blogging establishes inter-
action between customers and a company. Most important in blogging is to create val-
uable content and share posts, not just selling your products and services.  (Gunelius 
2011, 65; Reed 2011, 69.)  
 
Blogs are all about the content. You need to write something worth reading if you want 
to have readers. A blog post can essentially be a collection of thoughts, pictures, com-
pany’s news and anything you think your readers would find interesting. Blog posts 
need to be useful, helpful and fascinating. (Clapperton 2009, 88; Gunelius 2011, 67-
12 
  
68). By leaving comment boxes open it allows readers to be a part of conversations 
and it enables interaction to be generated. Comments give added value to your posts. 
(Kortesuo 2014, 65.) 
 
The internet offers many different blog platforms where you can write and publish your 
posts or you can have a blog on your own server (Clapperton 2009, 92). You can en-
gage your readers by offering them an opportunity to subscribe blogs RSS-feed. It will 
notify readers when a new blog post is published. Providing archive on a blog will show 
reader when the blog has been established. It also enabled to find and read old posts 
effortlessly. New readers generally expect these values. (Kortesuo 2014, 65-67.) 
 
Having a blog can bring you new customers. Each blog post will create a new entry 
point for search in internet. It gives new customers a better chance to find you. Be-
sides, when your company is publishing great and valuable content, other bloggers or 
social media users can share your post or they might add a link to your posts. It will 
automatically give you a possibility to build brand awareness. (Gunelius 2009, 65-66.) 
 
3.2.3 Twitter 
 
Twitter is a microblogging service, which allows users to share what they are doing, 
thinking and hoping in 140 characters. Any Twitter user can see other users outgoing 
tweets when looking users profile. All tweets are publicly visible. As a Twitter user you 
can see a list of tweets from everyone who you follow. When you start to follow some-
one you automatically subscribe their tweets. You are also able to see tweets from 
people you are not following which makes participating in conversations and engaging 
easier with other users on Twitter. (Comm & Taylor 2015, 18-20.)  
 
Twitter is suitable for all kinds of companies regardless the size of the company. Twit-
ter’s presence is based on communication and it needs constant presence and activity. 
On Twitter you are communicating and participating in dialogs with followers. Followers 
want and expect a company to be active and genuine. It is a precondition for a compa-
ny to success on Twitter. (Teerikanga 2013; Leino 2010, 284.) When a company is 
creating a Twitter profile it is important to consider how to be a part of Twitter network 
(Gunelius 2011, 82). 
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Planning is a big key tool also on Twitter. A company needs to invest in the content 
they are publishing and also how they are going to act on Twitter. It is essential to con-
sider what kind of users should be followed, what kind of hashtags should be used and 
how to interact with own followers. All decisions affect company’s output and brand 
awareness. (Leino 2010, 280; Gunelius 2011,82-83.)  
 
Hashtags will help users to find quickly related content to a specific subject. It will also 
give users a better chance to find company’s profile on Twitter. It is one way to reach 
your audience who is interested in sharing your content. (Gunelius 2011, 83.) A com-
pany can also advertise on Twitter and build a bigger network by advertising. Twitter 
allows you to do many types of advertising. For example, to attract more followers and 
potential customers you can use Twitter Followers advertising. It helps you to build 
brand awareness. (Oetting 2015.) 
 
3.2.4 LinkedIn 
 
LinkedIn is designed for professionals and especially for a B2B form of business users. 
LinkedIn is for networking and specially for head-hunters and recruiters. (Kortesuo 
2014, 78.) LinkedIn offers a great way to develop sales leads besides developing busi-
ness contacts (Reed 2011, 155). Like in other social media channels also in LinkedIn 
you need to be an active user if you want to create dialogue and relationship with cus-
tomers. These are the two main points of using LinkedIn. (Miller 2012, 15-16.) Contact-
ing people in LinkedIn is very similar as on Facebook. You request someone you know 
to be connected and the contact will accept or ignore it. You are able to follow compa-
nies and groups you are interested in. By following them it will give a better opportunity 
to get users to be your new customers. (Kortesuo 2014, 78-79.) 
 
You can share links, videos, photos, blog posts and many other types of content on 
LinkedIn. Users can like, comment and share content in the same way as on Face-
book. Content should be convergent with your company’s business. (Kortesuo 2014, 
80-81.) Marketing and creating content should also be relevant and not related to 
spam. It is good to promote your business but to keep on mind it is a network for pro-
fessionals. (Reed 2011, 156.)  
 
You can create own groups besides of joining other groups. An own group allows you 
to engage people with your content and have a discussion with group members. A 
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good add-on is a chance to send a message to all group members once a week. Be-
fore creating a group, you have to have some content to share. To eliminate your work-
load it is great to be able to add your blog posts (if you have a blog) to group discus-
sions. (Reed 2011, 163-166.) 
 
LinkedIn is a great channel to find new potential professionals to work in your company 
and people to co-operate with. LinkedIn enables to create and buy job ads and will ad-
vertise them automatically to match members. It also helps to find best candidates by 
listing people by their skills. (LinkedIn 2016b.) 
 
3.3 Social media analytics 
 
Every activity on social media will leave a footprint which means adding a data trail. 
Activity includes everything between liking, sharing, posting, creating content and dis-
cussing on social media. Social media delivers and creates a big amount of data and it 
bleeds of information. However, it is not necessary to analyse all data what social me-
dia delivers. Company might have set different goals to different channels and cam-
paigns they are running on social media. Information what needs to be analysed de-
pends on set goals. Different types of set goals require different analyses. A great ben-
efit of utilising analytics is a possibility to connect them to company’s other information 
and therefore create something new and useful. Information can get important when 
setting new goals. (Bradbury 2013.) 
 
Social media channels provide tools to analyse and measure information. Social media 
analytics provide up-to-date information and it is available at any time. Analytics tool 
provides information of followers and likers and detailed information of their demo-
graphic facts. (Smith 2016b; Twitter 2016b.) For example, Facebook Insights shows 
responding rates to company’s posts and how company’s page is engaging fans (Fa-
cebook 2016d). Analytics help to follow reached engagements and what kind of content 
works best for company’s audience. Analytics help a company to get a better under-
standing of their audience and their behaviour. (Smith 2016b; Twitter 2016b.) Besides 
that, could be useful to utilise also Google Analytics tool which is free to use. Google 
Analytics help to measure traffic that came to a company’s site and what visitors actu-
ally did there. This would be especially helpful when running a campaign on social me-
dia. (Bradbury 2013.) 
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Analytics tools show results in two categories: organic and paid. It makes it easy to 
understand the differences between them and which one is performing better. Paid 
media results show the value of promotions. (Bradbury 2013.) With analytics it is easier 
to try and learn how to reach more customers and how to create more valuable content 
for them. Analytics enable a company to know when their audience is most active. It 
will give a huge advantage to a company to publish postings at the right time when the 
possibility to engage the customer is the highest. (Smith 2016b; Twitter 2016b; Face-
book 2016b.) Twitter shows detailed activity analyses of company’s actions. Analyses 
show a company’s top tweets, engagements and impressions rates. Analyses also 
include a number of likes, re-tweets, link clicks, replies and much more. (Twitter 
2016d.)  
 
3.4 Benefits of social media 
 
Networking on social media allows a company and brand to become more visible. A 
company can engage with customers in real time and show them what business activi-
ties are happening. (Coles 2011, 5.) Every posting and an activity on social media in-
crease brand visibility of a company. Visibility will build a company’s brand awareness 
and it can naturally get new customers interested in your brand. Basically, social media 
allows a company to publish content where a company’s personality is coming out ef-
fectively. Also activity on social media will improve customers’ loyalty. (DeMers 2014.) 
A company is able to get real time feedback as well and it enables a company to 
change operations rapidly if needed (Coles 2011, 5.) 
 
With social media a company can get higher conversation rates. High conversation rate 
means high percentage of site visitors which have for example made a purchase 
(Chaffey & Smith 2013, 588.) Interacting on social media makes a company’s brand 
more humanized. Social media allows a company to be more like a person instead of 
being a company. It will position a company and a customer to the same level and it 
will help business to grow. (DeMers 2014.) 
 
By listening a company’s customers online will give valuable information to a company. 
Customers are quite open to tell their interests and how they behave. A company can 
receive “free” information directly from their customers and produce convenient content 
to them. It will lead to more customers and you can engage them better. (DeMers 
2014; Coles 2011,8.) 
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Social media has a very large audience and a company can reach it for free. Social 
media channels are free to use excluding implementing social media campaigns and 
advertisements. A company can create and set its account, page and profile easily. A 
big audience will help a company to build brand awareness via word-of-mouth advertis-
ing. Hence, a company can earn media also by engaging and building relationships 
with customers online. (Gunelius 2011, 24.) 
 
On social media advertising can be done at very low costs. Smaller companies are 
capable to invest and in that way to do advertising and reach potential customers. Ad-
vertising on social media has been made very easy to use. A company can do cam-
paigns by themselves and it helps the company to stay on budget. Social media chan-
nels provide also analysis when a company does not need to buy it from other provid-
ers. (Gunelius 2011.) By following ad instructions of social media channels anyone can 
create campaigns and advertise on social media. Every social media channel has very 
simple and detailed instructions for advertising. 
 
4 Social media marketing strategy 
 
A marketing strategy is the tool which leads a company to reach their goal. Strategy 
helps on a path to do certain operations and decisions. Before building a strategy it is 
necessary to stop for a while and to focus on a few points. The essential part of the 
strategy is to identify the main goal of the company. Without the goal there is no need 
for strategy and it won’t lead business anywhere. (Brogan 2010, 253-254, 260.) 
 
A digital marketing strategy and sub-strategies should support companies’ other busi-
ness strategies. (Chaffey 2015.) Here are few examples of feasible social media goals: 
 
- Build brand awareness 
- Drive sales 
- Generate leads 
- Educate customers 
- Drive website traffic (Brogan 2010, 254). 
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When the goal is clear and it suits a company’s other business strategies it is safe for a 
company to start to reflect on other connected questions. By knowing customers it 
helps in planning a strategy. A company needs to know how their customers behave 
and what types of content they would like to receive and interact with. Different mixes 
of content can work best once a company knows their audience well. The target group 
is the audience they want to reach. (Brogan 2010, 254-255, 258.) 
 
Whilst planning a strategy and methods they need to be reflected to reality. A company 
needs to evaluate how much time and employees with professional skill are needed to 
accomplish these goals. Resources are one of the main issues what a company usual-
ly has. A company can for example hire people to help to launch strategy. (Brogan 
2010, 258.) 
 
Working with a well-formulated strategy a company can get great success. Especially 
small businesses can get great success and should prefer the cross platform. It saves 
resources and helps with time management. It is more often recognized in traditional 
marketing. Cross platform promotions work well on social media as can be seen in the 
figure 3. Cross platform promotion enables a company to spread consistent messaging 
and content across a company’s social media channels. A company creates one post-
ing and can share it in different social media channels. It is also an effective way to 
promote and engage customers because customers might see same content over and 
over again just in different social media channel. (Gratton & Gratton 2012, 142-143.) 
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Figure 4 An example of cross platform promotion (Gratton et al. 2012, 143.) 
 
A success of strategy should be measurable otherwise it is useless. Measuring the 
effectiveness of company’s operations is vital. It helps a company to know if they are 
making progress. For example, if a company wants to build traffic to a blog they can 
measure it by link trackings. A strategy is working well when goal, strategy and meas-
urements have been thought through well. (Brogan 2010, 260, 262.) 
5 Social media content 
 
5.1 In General 
 
Social media is based on communication and its need to be on centre when planning 
content. Content is vital to the success of a social media page. It will make or break the 
success of the page. The content needs to be sufficiently interesting and needs to stay 
creative so customers will continue to follow the brand. (Coles 2011, 39-40.) Kortesuo 
(2014, 27) presents few points of what needs to be noticed while implementing content: 
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Short and concise. A shorter message will work better than long stories. Social media 
is full of information and messages and it is impossible to react to all messages.  
Positive. A message needs to be constructive and positive. You can disagree things 
but need to remember to use proper language and avoid too sharp-tempered text.  
Easy to read. Keep text simple and avoid too hard vocabularies and special terminolo-
gies. 
Up-to-date. Social media requires to be in the presence and quick responding. 
(Kortesuo 2014, 28.) 
 
All kind of content you are creating and publishing will come down to Google. The more 
content you create; the better possibilities you have to get noticed. It is important to 
create good quality content because it will lift your content to a higher level in Google’s 
search results. (Ryan 2014, 300-301.) A company wants to have a high visibility online. 
Creating and sharing a good quality content are the key components of Search Engine 
Optimization (SEO). SEO helps to make a company’s website more accessible to natu-
ral search engines and will provide targeted traffic. Target traffic can provide for exam-
ple publicity and revenue to a company. (Fishkin & Mozz Staff 2015a; Fishkin & Mozz 
Staff 2015b.) However, remember quality over quantity. Only publish content which will 
give added value for your target audience. Every posting content will impact a compa-
ny’s image. (Ulkoniemi 2016.) 
 
5.2 Videos 
 
Video content is a major rising star in marketing and content production. Life is very 
hectic so people will not have time to read as much as they used to. People are over-
loaded by all of the information what they are receiving and can not process it. Videos 
are easy for the eye and the brain so information through videos is easier to process. 
The brain process visual content a lot easier than text. People also like to share videos 
more likely than other types of content. (Joshi 2016.) 
 
Video content has increased dramatically and 74% of all the internet traffic has been 
estimated to be videos by 2017. (Joshi 2016.) People’s needs have been changed and 
companies, even small ones, need to stay on track what kind of content customers 
prefer to receive. Small businesses might have a very tight marketing budget and will 
not be able to produce big video campaigns. Twitter’s Vine and Snapchat offers free 
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application to produce own videos where companies do not need to invest a lot. Appli-
cations allow a company to be active with producing new video contents. (Trimble 
2015.) Youtube only allows a platform to publish videos.  
 
Vine and Snapchat are applications where a company is able to record from 1 to 10 
and 140 seconds videos. Snapchat videos can be up to 10 seconds and will be availa-
ble for watching 24 hours when published. Vine allows to attach videos up to 140 se-
conds. Vine videos can be shared on other social media channels such as Facebook 
and Twitter. Time of availability has no limit. (Snapchat 2016; Vine 2016a; Vine 2016b.)  
 
Videos will help customers to do purchasing decision and educate themselves. Hence, 
a content of videos has to be relevant for the audience you are trying to reach. (Joshi 
2016.) Videos can be made in diary styles with updates to help customers. A company 
can record videos in events they are participating and share interesting information. 
Customers are always interested in behind the scenes videos. Companies can for ex-
ample show their manufacturing process or what happens at the office. (Handley & 
Chapman 2011, 202.) 
 
5.3 Text 
 
Social media texts are different than official texts in business communication. Social 
media texts are basically just for short-term use, therefore it needs to be easy to read 
and easy to glance. Social media texts are diverse and temporal so certain things need 
to be considered.  When you are writing content always tell where you got your idea 
from. Attach links so readers can easily go to original reference. Be active in conversa-
tions and make sure you do not pass over comments. Always think carefully what you 
are writing and publishing, all content will stay a long time in Internet and leave a print. 
(Kortesuo 2014, 27, 29.) 
 
The key tool to write interesting content is to write it personally. Personal texts will 
stand out from other texts in the Internet. The best combination is to write concise and 
compact text with a touch of humour and personality. (Kortesuo 2014.) Engage people 
to read your text with a fascinating topic. In newspapers and news articles the most 
important information is always put to headline. Same works on social media. Basically, 
marketers and companies have less time to engage people to read posts on social 
media (Snow 2015.) Content has less than three seconds time to capture someone’s 
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attention on social media. Nowadays people’s natural attention span is about 8 se-
conds. (Gideon, 2014; Watson, 2015.) 
 
Texts are more likeable to read when the grammar is correct. Written content should 
always be double checked before publishing so misspellings can be corrected. Well 
written content has less than 400 characters which means maximum five lines of text. 
Cliché saying, “Less is more” works also on social media. Five lines of text will not have 
much space for extra words so written content needs to be compact. Use photos, texts 
will work better and more powerful with them. (Snow 2015.) 
 
5.4 Photos 
 
Pictures and photographs are powerful online tools. People naturally like to view and 
share photos on social media. As said “A picture is worth a thousand words”, it is in-
deed. (Kerpen 2011, 147.) Photo allows a company to put face to their business. With 
photos a company can show and share the human side of the business. A company 
can for example start with headshots of their staff and use them to tell their and the 
company’s story. (Handley & Chapman 2011, 210.) Photos are used as a story telling 
tool (Kerpen 2011, 147). 
 
A company can share photos of life at the office, business meetings, products, interest-
ing happenings, you just name it. Taking photos should be a part of a company’s daily 
or weekly habits. Even if the photos are not needed at that time they can be used later. 
Product photos can be put to next level by taking photos of products in real-world situa-
tions. People will get a better understanding of products nature and will take products 
closer to people’s lifestyle. (Handely & Chapman 2011, 210-211.) 
 
A company can encourage their customers to upload photos of them using or wearing 
the company’s products. These product-loving photos will help to build a sense of 
community to products and brand. Also these photos will humanize company more 
than just promoting photos of the product. (Handely & Chapman 2011, 211.) Contents 
with photos effect on amount of content likes and shares. People are more responsive 
to content with photos. (Facebook Adverts 2016.)  
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6 Qualitative research 
 
6.1 Target company introduction 
 
Target Company was established in 2010 and it is based in Wellington. The company 
is a small company and it employs two people at the moment.  The company is busi-
ness-to-business provider advising solutions for end-of-life garments such as uniforms, 
retail and end-of-life stock. The company services are textile research development 
and consulting. The target company works with corporate companies assisting them to 
achieve their Zero Waste targets. The biggest clients are Air New Zealand, New Zea-
land post and SkyCity. The first big client was Starbucks where they advised solutions 
for empty jute sacks. The clients of the target company are banks and corporations. 
 
6.2 Methods and generating data 
 
The method of the research is qualitative. The author is collecting data by interviewing 
business people from different companies. The qualitative research method was se-
lected due to nature of data to be received by this research. The main target of the re-
search is to find profound information and qualitative method corroborates it. Another 
research method, quantitative, will not attain same information level as qualitative. 
Qualitative research is also adjustable and suits well to different purposes to conduct a 
research (Eskola & Suoranta 2014, 84.) Qualitative research tends to describe com-
prehensive reality and increase knowledge of research subject. There is no aim to 
generalise it to statics. (Eskola & Suoranta 2014.) Qualitative research is essentially 
used when surveying phenomenon is less known. By qualitative research methods it is 
possible to find out context and potential consequences of phenomenon. (Kananen 
2008, 30.)  
 
The research interviews can be divided into four different sections. Eskola and Suoran-
ta (2014, 86-88) have created a simple classification for different types of interviewing. 
The amount of parses used in interviews and question formats has been considered. 
Different types of interviewing are: structured, semi-structured, theme interviewing and 
unstructured interviewing. 
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Selection of interviewing titles has a large scale and there is not any combined expres-
sion for semi-structured interviewing. For semi-structured methods is very common that 
some aspect of interviewing has been defined beforehand but not all of them. For ex-
ample, question format can be the same for everyone but the researcher can change 
an arrangement of questions. (Hirsjärvi & Hurme 2008, 47.) Semi-structured interview-
ing questions are the same for everyone but researcher does not offer complete alter-
native questions. A semi-structured method allows participants to answer and to ex-
press what they think in their own words. (Eskola & Suoranta 2014, 86.) 
 
In this study generating data method has been semi-structured where questions have 
been same in all interviews.  The researcher has not given any complete alternative 
questions to interviewees. Background of the method is to get explanations and an-
swers in participants’ own words. It allows to get truthful and comprehensive answers. 
Each research interviewing was completed individually which enabled easier schedul-
ing for every participant. Recording single interviewing is also more simply compared to 
group interviews. Records will allow the author to write a transcript afterwards which 
will help a lot when analysing data. Single interviewing will support examinees to give 
deeper and rich information because participants can stay completely anonymous.  
 
Qualitative research answers to questions of why, how, what or other types of ques-
tions which are not measured in numerical values. Interview guide planning and pro-
ducing process took much time. Qualitative research can contain six different type of 
questions which are knowledge, feeling, experience and behaviour, opinion and values 
and also demographic questions (Merriam 2009, 96.) This study interview guide has 
used three of them: knowledge, feeling and demographic. Author has tried to avoid 
questions which would lead the participant, multiple questions and also yes-or-no ques-
tions. Above-mentioned types of questions have been avoided because they will not 
give any extra value to research data. Participants could get confused and therefore 
give different responses. Questions might also reveal a bias. (Merriam 2009, 96-100.) 
 
The most of the companies who participated in the survey were found from an internet 
research. The author got half of them from New Zealand government website where 
companies can be found by a search. The rest of the companies were selected by us-
ing personal connections of the author and the target company. 
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6.3 Description of research 
 
Ten companies in New Zealand were chosen to this research and the target company 
is one of them. The number of employees were less than 50 in all companies which 
participated in the research. They all are focused on business-to-businesses. This af-
fects that the results are only valid in smaller businesses in B2B. Interviewed compa-
nies located in Wellington, Auckland, Paraparaumu and Hamilton. The schedule of 
interviews was very tight therefore the author set a target to get at least ten companies 
to interview. The total number of interviews was 15 companies but unfortunately five of 
them cancelled in last minute cause of limited resources. The author contacted compa-
nies by email and phone. Contact methods were based on authors assumption what 
would be the best way to reach them. 
 
The collected interviewed companies which are coded by characters are shown in Ta-
ble 1.  The coding was done that the companies can stay totally anonymous. The com-
panies are arranged by the size of the company.  
 
Table 1 Research Interviewees 
Interviewee Position Industry Number of 
employees 
City 
Company A Senior producer  Events 4 Hamilton 
Company B Producer Software 5 Auckland 
Company C Marketing assistant Textile printing 7 Auckland 
Company D Producer Brewery 7 Wellington 
Company E Junior producer Winery 12 Paraparaumu 
Company F Marketing manager Screen production 13 Wellington 
Company G Marketing assistant Office supply pro-
vider 
13 Auckland 
Company H Marketing manager Software 15 Wellington 
Company I Marketing manager Events 17 Auckland 
 
All interviews were held in July 2016. The interviewees decided places were to be con-
ducted and most of them chose to have the interview in local cafés.  Five interviews 
were conducted via Skype call cause of company’s location. The difference between 
face-to-face and Skype call interviews was only a computer. In Skype the transaction 
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was done by voice and photo on the screen. Interviewees were people who are re-
sponsible for the social media channels of the company.  
 
Each interviewee gave a permission to record the interview. The average time of inter-
view was around 30 minutes and the longest interview took almost an hour. The author 
believes there was not much disturbance whilst doing interviews. The interviews in ca-
fés were carried out after busy hours therefore the atmosphere was peaceful. Whilst 
Skype calls the author and interviewee were both in a silent and private room which 
minimized distractions. Also recording of interviews helped the author to concentrate 
on listening to the interviewees because the author did not need to write extensive 
notes whilst interviewing.  
 
Before starting to interview the companies the author did a few test interviews. Test 
interviews enabled the author to edit interview guide before starting to make actual 
interviews. Questions could be edited to a better form thanks to the test interviews. 
Also the order of questions was edited. Test interviews proved that the questions are 
not replicating other questions. 
 
The author wrote all spoken text of recordings to a written form which made data ana-
lysing easier. The interviews created dozens of pages of transcribing text. The author 
printed all transcribed texts and used them for a colour coding. Transcribing means 
writing an exact copy of original data which is in this study spoken material of inter-
views (Hirsjärvi & Hurme 2000, 138). Colour coding allows to allocate parts of answers 
to different themes. With colour coding the author was able to find similarities of inter-
views’ data.  
 
7 Qualitative research results 
 
This Thesis empirical part was done with ten semi-structured interviews. Interviewees 
consisted of different business people in different business forms. All companies were 
focused on business-to-business side of business and companies were located in four 
cities in New Zealand. Interviewees basic information is shown in Table 1 where it is 
possible to survey the interviewees coding. Beside presenting the results of the re-
search also citations are used to illustrate research results better. Citations can be rec-
ognized in this chapter with italic font and quotation marks. The citations are marked 
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with coding to keep all interviewees anonymous. Each marking is shown at the end of 
the citations. 
 
7.1 Target company results 
 
The company has used social media for about five years. First they started to use Fa-
cebook because of its popularity. They also have Twitter, Instagram, Pinterest and 
LinkedIn accounts. They are mainly active on Facebook and Twitter because they have 
a bigger audience in those channels. Instagram and Pinterest have not been in use for 
a while but the company still has an account in both. Both ones have been chosen be-
cause the company had done literary research of how the younger generation is using 
it and sharing its posts to Facebook. The company uses LinkedIn more for personal 
and professional purposes rather than for companies’ promoting and business purpos-
es. 
 
“Hmmmm… three years maybe, I don’t know. I have no idea actually. But
 I’m sure it must be less than five four years.” 
 
“Some Instagram but we are not doing it very well. Haven’t done it for ag-
es.” 
 
“Pinterest, I don’t know is it really working for us.”  
 
Companies’ social media channels are mainly to build and consolidate brand aware-
ness as well as engaging with business-to-business customers. They post content on 
social media every week. The most active channels were Facebook and Twitter where 
they posted content daily. They published content to LinkedIn several times in a week. 
At the moment company was not active on Instagram and Pinterest. Companies’ aim 
was to have a look what to do with them. Publishing content was all about sustainability 
and textiles. They had shared a couple of videos of their company but they do not cre-
ate videos by themselves. Mostly shared content was articles written by other people 
and images.  
 
“Daily. Not all of them daily. But Facebook, Twitter daily. LinkedIn several 
times in a week. We gotta look at it the other ones (speaking about Insta-
gram and Pinterest).” 
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The marketing target on social media was to build brand awareness especially in Aus-
tralia and also in New Zealand. The company was aiming to get 1000 Facebook fans in 
near future but there is no plan behind it how to achieve it. However, the company did 
not have any goals for each channel. They had not looked analytics behind their social 
media channels by now. They were following the number of their Facebook fans and 
Twitter followers. 
 
“To build our brand awareness in Australia particularly New Zealand as 
well.” 
 
The company did not do any traditional marketing and they were focused on social 
media, public speaking and promoting. Social media was a huge part of the company’s 
marketing strategy. They have advertised regularly on Facebook. They have also tried 
to do advertising once on Twitter but it did not work as it was expected. They have not 
tried advertisement in Twitter since then. Nevertheless, the company thinks the Twitter 
account has worked best for the company. They also felt like their investment to social 
media has paid off and their sales have improved since starting to use social media. 
 
“I think Twitter works best because we get more retweets and people can 
kind of like your images on Facebook but we don’t get a lot of shares. But 
on Twitter we have people retweeting it.” 
 
7.2 Results 
 
The general perception of how long companies have used social media was not very 
long. Most of the companies have used it for just the last a couple of years and some of 
them could not remember when they actually started to use it. Companies who did not 
remember when social media came part of their business, was sure they have not uti-
lised it more than five years. Interviewed companies have started to use social media 
about at the same time. 
 
“Not very long! Since about 2012 from what I can gather.” Company G 
 
“I guess we have used it for three to four years now. Perhaps. I’m not too 
sure. Less than five years though.” Company D 
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The only channel what all of the companies were using was Facebook and it has been 
their first social media channel. The second frequent social media channel was Twitter. 
Some companies were also using Instagram and had a blog on their own website. So-
cial media was seen as a vital tool for company’s interactions. Three companies named 
also LinkedIn and one of them said it is more for personal use than for the company. 
The average amount of social media channels was around three.  
 
The main reason why certain types of social media channels were chosen was be-
cause everyone else is also there. Just a few companies had done some kind of re-
search of their customers and target audience who they want to reach via social media, 
before they created company’s accounts to social media. The research helped them to 
understand how their audience behaves in social media and supported their decision of 
best channels. The choices of social media channels were based mainly on a compa-
ny’s skills and their own view on different channels, rather than where a company’s 
customers and target audience are. The companies also thought social media chan-
nels allow companies to interact with customers quicker and cheaper compared to oth-
er communication channels.  
 
“Everyone is on Facebook!” Company C 
 
“Our previous marketing manager was a photographer, so Instagram was 
a natural channel for her.” Company G 
 
“(Speaking about Facebook and Twitter) They are global channels that 
enable us to communicate quick updates… It’s also very cheap.” Compa-
ny I 
 
Primary reasons for using social media channels were communication with customers 
and stakeholders. Building brand awareness and engaging directly with the customer 
were also all companies’ main reasons. Companies used social media channels to 
share companies’ up-to-date news for example events, contests companies had partic-
ipated in and their latest projects. Interviewed companies also utilised social media for 
sharing posts about different project processes and also about company’s staff. Many 
companies wanted to share their staff personalities and give a personal aspect to their 
customers. The companies wanted to be more transparent to their customer and show 
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who they actually are and what they do. Whereas, one company was more focused on 
sharing their customers’ achievements rather than promoting the achievements of their 
own company. 
 
“We also do a bit self-promotion. But we don’t try to do it too much be-
cause we don’t want to become that one of those, you know, businesses 
that always so good. We don’t want to come across as being so we are a 
bit cautious around that. We are more sharing our customers try outs and 
show we are a part of community rather than trying to sell someone 
something.” Company C  
 
Many of interviewed companies did social media as a team. Each company had a re-
sponsible person who maintains social media regularly. Nevertheless, each employee 
could be involved in planning the contents of social media. Responsible person, who in 
most of the companies was marketing manager, approved ideas and posts before pub-
lishing them. The CEO of the company had access to company’s social media chan-
nels in every company. Activity on social media had a large scale between social me-
dia channels. The reason was that the companies did not want to spam people and to 
publish “just something to post”. Mainly, the companies posted on Facebook and Twit-
ter several times in a week. Instagram and LinkedIn at least once a week.  
 
“We do post a couple of times in a week to Facebook and Twitter. But it 
depends though. Some weeks we have more relevant material to post 
and then we can post every couple of days.” Company F 
 
“We post when we have something to share about. We don’t want to 
spam our fans too much. But on the other hand of course we need to stay 
active that our fans don’t disappear.” Company D 
 
Many companies had not any specific marketing targets with the use of social media. 
Most of the companies were in process to get there. The companies had had meetings 
every or every other week to analyse social media statics to see what works and what 
does not. The companies were in a process to set more specific and numeric targets 
besides building brand awareness. Because of not setting marketing targets the com-
panies did not have goals for different each social media channels either. 
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“Rather than setting a target we are looking what works and once we 
know what works and what increase that and then we can probably to 
start set some targets.” Company E 
 
“Not really. We have been trying to get there but it is in kind of process at 
the moment. But we do sit down every week or so to look has our number 
of followers increased, how many shares we had last week etcetera et-
cetera.” Company F 
 
Advertising in social media is divided into two parts. Half of the companies trusted more 
natural engagements and reaches therefore they did not do any advertising. The other 
half was open for advertising and they had advertised on Facebook. Some of them ran 
adverts every month or so. Despite of advertising in Facebook, companies felt Twitter 
is working best for them at the moment. Facebook got the great second place. Compa-
nies got satisfyingly retweets on Twitter and they felt it worked best for publishing short 
updates. Most of their business-to-business customers are also on Twitter and they 
can reach them better via Twitter.  
 
“In twitter we get most of shares of our channels and there our followers 
are very active, so that’s probably our most successful channel at this 
point.” Company I 
 
“Our customers are in Twitter so we are keen to invest to it. And it seems 
it’s working quite well. We get quite many shares too. So I guess Twitter 
is my answer.” Company H 
 
The companies did also a lot of other marketing along social media. Social media is still 
in a fundamental role in companies’ marketing strategy even if it occupied only 20% of 
the companies’ total marketing investment. Many companies felt like companies need 
to be in social media otherwise they do not exist. Social media makes possible anyone 
interested in to follow a company’s activities.  
 
Social media analyses assist companies to follow their achievements in social media. 
Analysis offers numeric statics of likes, shares, mentions, click-throughs etcetera. 
Companies followed all of them. However, answers differed how often companies fol-
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lowed them. Most of the companies did a monthly analysis and compared it to the pre-
vious month. Others did analysis in weekly level. 
 
“We do have a rolling weekly statically thing every week. Every Tuesday 
morning, we look at last week. And we gather those stats.” Company C 
 
Three-quarters of the companies found out it was hard to tell where company’s sales 
have come. They were not sure if social media had influenced their audience and if it is 
the matter which increased sales and gave new leads. The rest of the companies was 
very sure that sales had increased but they could not actually tell how social media had 
influenced it. It was more a feeling than an answer with numbers behind it. All compa-
nies agreed social media is never going to reach its saturation point. Better engage-
ment and interact could always be done and that is what companies are looking for-
ward to.  
 
“It’s an ever-changing landscape, so I don’t think we’ll ever reach a place 
where we can say “Yep, we’ve done it”.” Company F 
 
“It’s not something that will ever be “finished” but we are seeing increased 
engagement across all the platforms, and if that pattern continues, we’ll 
be happy.” Company E 
 
8 Discussion and Conclusions 
 
8.1 Key findings  
 
The aim of this study was to examine how small business-to-business companies in 
New Zealand utilize social media as part of a company’s marketing strategy. The study 
proved that social media has an essential role in the companies’ marketing. However, 
social media was not the biggest marketing tool in the companies’ marketing strategy. 
The results of the study indicate also that the social media marketing of the target 
company differs from other business-to-business companies in some parts. 
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All companies were more or less active in social media. The average number of social 
media postings per week was two per channel. The target company’s number of post-
ings per week was the highest of all the companies. The companies wanted to publish 
high quality content, therefore they prefer to publish content more rarely than just push 
postings to social media. The companies focused on publishing and sharing content of 
their own business activities. The companies also aimed to be as transparent as possi-
ble and give a personal aspect to customers.  
 
The companies, including the target company, used social media to increase compa-
nies’ brand awareness. An interesting finding was that the companies did not set any 
social media targets. For example, they did not have targets how to achieve the brand 
awareness they wanted or getting closer to that point. The companies were very active 
in social media without setting any targets.  
 
The research results proved that the target company did not analyse the statics of so-
cial media. The only numeric analysis focused on following the number of followers. 
Other companies made analyses of the development of each social media channel at 
least monthly. Following and analysing statics helped the companies to interpret what 
kind of content works best in each social media channel. 
 
Social media was not the only marketing channel to all companies. Half of the inter-
viewed companies invested in traditional marketing besides social media marketing. 
The other half did only traditional marketing. Social media was seen as a place where 
companies need to be nowadays, otherwise company’s existing is questionable. For 
the target company social media was a vital marketing tool along promoting and public 
speaking. The target company advertised relatively much in Facebook because they 
did not invest in traditional marketing. 
 
8.2 Development ideas 
 
The author recommends the target company to invest in Facebook and Twitter as the 
main social media channels. To keep social media channels updated it always requires 
a company’s time (Smith & Zook 2016, 550.) At this point Pinterest and Instagram 
could be put on hold. The author thinks focusing and investing in the main channels 
can forward the company more than hustling a bit in every social media channel. The 
company should consider Pinterest and Instagram accounts in the future. Do the ac-
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counts give an extra value to the company when considering the time needed to keep 
them updated? The target audience on Facebook and Twitter is right for the business-
to-business company. However, the company needs to consider a limiting target audi-
ence. What is the right target audience on Facebook and Twitter what the company 
wants to reach? The target audience could be different in both channels. When the 
target audience is specified, the company can produce right content easier when some 
basic details are known. The target audience might need different activity as the com-
pany has done so far. 
 
With Facebook the company can increase brand awareness on a large scale. In Face-
book users are mostly individual persons who might be interested in the company even 
though they might not be customers. Facebook also enables to reach business-to-
business companies and customers. 
 
The research results proved the target company is aiming to build brand awareness 
especially in Australia besides New Zealand. The target company should do a small 
research how Australia differs from New Zealand. Same actions might not work as well 
in Australia as they work in New Zealand. Posting times should also be considered too 
regarding different time zone.  
 
The target company could spend a test month by publishing different kinds of content 
in social media channels. The test could help the company to know what kind of con-
tent works best. Different content could be videos, own blog postings or articles, behind 
scene postings, photos of company’s everyday life etcetera. Better targeted content will 
engage followers better. The interviewed companies told they tried to be as transparent 
as they can, so the customers and followers can see who the company actually is and 
what they do in the company. According to Handley & Chapman (2011, 210), one way 
to start to be more personal and transparent is to tell the company’s story. The target 
company could utilise this advice because it is an easy way to start building transparent 
social media account. 
 
The author recommends to start to utilise analysis and statics what social media chan-
nels provide. When analysing statics the target company can see the reality and 
achievements of social media and it will not rest on feelings. The numeric analysis is 
based on facts and numbers. The author sees analyses would guide the target compa-
ny to produce better content which will activate followers better. It will also lead to bet-
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ter engagement percent and will automatically build brand awareness. Different anal-
yses can help the company to stay updated about what is happening in company’s 
social media channels. It allows the company to react and do changes much quicker if 
needed. Considering the fact that the target company is a two people company, anal-
yses can be done in weekly and monthly levels.  
 
When Twitter and Facebook accounts have been updated and customised for better 
targeting, the author recommends to consider adding one more channel. The author 
sees the best additional channel could be a blog. A natural place for the blog would be 
the company’s website and it could be shared on Facebook and Twitter as well. The 
nature of the target company’s industry is the field where the customers and followers 
need to be educated. The author believes the blog would be the best key tool for that. 
 
Benchmarking can be a good add-on tool for the company. The research results ap-
proved other companies were doing social media a bit different way than the target 
company. The target company could utilise it and do benchmarking with other similar 
business-to-business companies. Benchmarking could help to innovate new methods 
and contents which the company can use in their social media.  
 
The author recommends the target company to compose a social media calendar. The 
target company is a very small company and therefore a social media calendar could 
help with planning and its workload. The calendar makes possible to stay on track what 
has been planned and what is coming. The company can produce and plan postings 
beforehand and mark the weekly and monthly analysing times to their calendar. The 
author believes the marketing calendar would help the company to see social media in 
a bigger picture as well as seeing small details of it. The author has collected all the 
development proposals to the table 2. The table is very compact and development ide-
as are easy to glance.  
 
Table 2 Development proposals 
Development proposals to target company 
Target setting 
• Numeric targets 
• Short and long term 
• Target audience and right channels investments 
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o Facebook and Twitter 
o New: a blog 
Content 
• Different kinds of content 
→ Photos, behind scenes, introducing staff, videos, own articles, quotes 
etc. 
→ Makes possible to find out what works best 
Following achievements 
• Weekly and monthly level 
• Analyses of what works and what does not 
→ Can make changes to contents in future 
• Numeric analysis 
Benchmarking 
• Analysing other companies activities monthly 
Social media calendar 
• A planning tool which helps to see social media in a bigger picture 
• Helps with workload 
Small research 
• Provides information of Australian markets and social media users 
→ Can create and target different content to Australian social media users 
 
 
8.3 Validity and reliability 
 
Reliability of research means repeatability of results. It means that results of a study 
can be reproduced under a similar methodology. When results are consistent over time 
despite the research is done by another researcher or a large amount of researches, 
then the research is reliable. Reliability is not crucial as a type of qualitative research. 
The behaviour of people depends on the context and it varies at with different time and 
in different places. People experience things differently and interpret subjectively, 
based on their own experiences. Varing behaviour of people affects the repeatability of 
results. (Hirsjärvi & Hurme 2008, 185-186.) 
 
Validity is another variant which is used to estimate research and it determines whether 
the research truly measures that what it was intended to measure (Hirsjärvi & Remes & 
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Sajavaara 2010). The researcher’s lack of experience could undermine the validity of 
the research (Hirsjärvi & Hurme 2008, 124-125).  
 
This study results can be considered to be reliable if another researcher did the same 
research at the same time. If the study was repeated in the future, the results might be 
different because social media changes all the time and companies follow the changes. 
The author does not have previous experience of this kind of a research and it might 
have affected the reliability of the research. The results of the research were gathered 
anonymously. This allowed the interviewees to answer in a more comfortable way be-
cause they did not need to think about what they can say. The author believes this in-
creases the reliability of the study. 
 
The research results are limited to four different cities in New Zealand and only to small 
business companies. The validity of this study could be higher if the author had had 
more experience in doing a research. The author believes the results are valid for the 
purposes of this thesis.  
 
8.4 Further research recommendations 
 
Thinking about prospective further research it would be possible to get even deeper 
information about this subject by executing research interviews on a bigger scale. In-
spired by the research the target company wanted to build brand awareness especially 
in Australia. It would be extremely important to study also how Australian small busi-
ness-to-business companies utilise social media. By researching the target company 
could allocate right content to social media channels and build brand awareness also in 
Australia. It would be necessary to find out how Australia differs from New Zealand. 
Research could also provide more profound data if each social media channel was 
studied one at the time.  
 
Another interesting research recommendation is to research the social media target 
group of the company. This was previously presented in chapter development ideas. 
The research might give new information and rich data which the company has not 
utilised and realised in current business and its strategy activities. Profound information 
of social media target group could assist the company to choose the right social media 
channels to use them more effectively and customise the content to match interests 
and needs. It would be useful to do the research both in Australia and New Zealand. 
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The target group could be different in these two countries and might cause different 
operations and decisions in using social media channels.  
 
8.5 Conclusions 
 
The aim of this study was to increase knowledge of companies’ social media usage 
and also to find out how companies utilise social media within their marketing strategy. 
Based on the research results it is possible to perceive and understand some of the 
companies’ social media actions and decisions. However, the results indicated an in-
teresting fact that social media marketing was not companies’ vital marketing channel. 
Traditional marketing beat social media marketing almost on half of the companies. 
The only exception was the target company which mainly invested in social media 
marketing. According to Smith and Zook (2016, 7) social media is the new marketing 
era and has put the customers to priority again. It enables to interact with customers 
and to reach larger audiences. Social media advertising can boost traffic on compa-
nies’ pages and accounts on social media. For example, 85% of twitter users believe 
advertised accounts will help them to discover new businesses on Twitter (Twitter 
2016c).  
 
Surprisingly, social media analytics were not in use in all companies’ weekly activities. 
It is a general assumption that social media statics are not necessary to analyse. Com-
panies are wasting their time on social media if they do not know how their time in-
vestment increases results. Analysing social media statics is as important as analysing 
any other business effort. (Smith & Zook 2016, 550.) Utilising analytics enables com-
panies to operate more effectively and make better decisions on social media which 
will advance business (Smith & Zook 2016, 8).  
 
The main discovery of the study was the companies’ social media presence without 
setting any targets. Planning a strategy and setting targets is the company’s first step 
to take before joining social media. Benchmarking will help a company whilst planning 
a strategy. Therefore, a company can know what is happening on competitors’ chan-
nels and how a company’s prospective customers are using social media. (Chaffey & 
Smith 2013, 220.) All the companies which participated in the study felt it would be 
necessary to be on social media otherwise company is not existing. However, it is easy 
to run social media and get your business up but it is crucial to think about how social 
media actually will support the business (Chaffey & Smith 2013, 220). 
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Successful social media consists of balance on different sectors: valuable content, a 
good strategy, setting goals, being presence and utilising analytics (Chaffey & Smith 
2013, 220; Smith & Zook 2016, 547-549). None of the companies had it in balance yet 
but the author interpreted that they all were positive minded of developing their social 
media in future. Social media decisions have to go hand in hand to be able to find a 
balance. Valuable content encourages users to share it and to join a community. Plan-
ning a good strategy and setting goals will drive business to a right way. Social media 
presence will engage customers. Analysing and utilising analytics will evaluate current 
social media marketing and boost its development. (Chaffey & Smith 2013, 220; Smith 
& Zook 2016, 547-549.) 
 
Finally, the author feels this study was interesting to do and it ended up really well. The 
author sees that the study was useful in the present situation of the target company. 
The study raised interesting and surprising facts. With the research results the author 
had a possibility to give practical further development proposals which the target com-
pany can utilise and start to process. Having conducted a research of social media with 
small business-to-business companies in New Zealand, the author finds the end-result 
of the process very satisfying. The author hopes this study would be useful for the tar-
get company as well as for the readers. 
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Appendices 
Appendix 1: Interview guide 
 
 
1. Where is your company located? 
2. What is your position in company? 
3. What is your primary form of business?  
4. How many employees does your company have? 
5. How long has your company used social media for its marketing? 
6. What social media channels does your company use? 
7. Why have you chosen these channels? 
8. For what purposes do you use these channels? 
9. Who is responsible for the maintenance of social media in your compa-
ny? 
10. How often does your company update its social media channels? 
11. What kind of content does your company publish on social media? 
12. What are your marketing targets with the use of social media?  
13. Does your company set goals for every social media channel that you 
are using? 
14. Does your company advertise in social media? In which channels? 
15. Which social media channel seems to work best? And why do you think 
so? 
16. What percentage does social media occupy within your total marketing 
strategy? 
17. How do you follow your company achievements in social media? 
18. Do you feel like your company sales have improved thanks to social me-
dia? 
19. Has your company achieved what you wanted from social media? 
